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One of the forces which has indelibly shaped marketing is the internet. It has not only 
changed the way we communicate, but our marketing practices and our advertising self-
regulation process (Kerr, Mortimer, Dickinson and Waller 2012). This special session seeks 
to build a new global framework to regulate advertising activity in this uncharted online 
environment. It looks back to how advertising has been traditionally self-regulated and looks 
forward to identify the key issues for marketers, consumers, regulators and the media. This 
special session explores and reinforces the fundamental purpose of the conference, as well as 
addressing the urgent needs of marketers, consumers and regulators. 
Most advertising self regulatory frameworks are country specific and typically an artefact of 
culture and the national regulatory environment (Boddewyn 1989; Rotfeld 1992). The 
importance of protecting consumers from deceptive advertising is universal, and in trying to 
regulate a global medium, we need to integrate national concerns into global guidelines and 
international best practice. This special session takes first steps to achieve this with a 
structure which examines self regulation from the perspective of (1) the self regulatory 
organizations, (2) the consumers, (3) the marketers and (4) the media.  
This session is important because there is currently no global framework for advertising self 
regulation. There is an urgent need to both protect consumers in this unregulated environment 
and ensure marketers’ obligations for legal, decent and truthful advertising are met.  
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This session is also important because of the calibre and the international representation of 
the speakers. The first speaker, Jean Bodewynn from the US is the world’s leading thinker 
and writer in the field of advertising self regulation. He is joined by other leading researchers 
in this area from the UK, Australia and a representative from a Muslim country to crystallise 
cultural perspectives and inform international guidelines for self-regulation. 
Presentation 1: The importance of self regulation to marketers and to the community  
Self regulation within the advertising industry is a common model that exists internationally 
(Harker 2004). One of its roles is to minimise the effects of controversial messages on 
potential customers and the broader community by empowering regulators to make rulings 
about controversial messages and remove them from the media if deemed necessary 
(Boddewyn 1989; Harker 2004; Rotfeld 1992, Shaver 2003). However, regulator power is 
limited to traditional media environments and does not extend to the online environment, 
where consumers spend increasingly more of their time. As the influence of the internet on 
our daily lives increases, exchange platforms such as Facebook, YouTube, forums and blogs 
appear to alter the roles and power of parties involved in the self regulatory process 
(consumers, general public, regulators, media and advertisers). For example, advertisers can 
freely distribute messages banned by regulators of traditional media on new media sites such 
as YouTube, while consumers may choose to share their opinions and influence others about 
advertising campaigns via blogs. This altered power within the advertising industry has 
implications for all stakeholders, including marketers, regulators, media, and consumers 
themselves. 
It also has implications for the value of self regulation. It is commonly assumed that if the 
market system fails, then government regulation will take over, yet there are limits to what 
regulation can achieve (Boddewyn 1989). There is also the shared fear that government 
regulation may be an overreaction, restrictive rather than representative of social good, and 
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detrimental to marketing practice (Kerr 2007; Shaver 2003). It is hoped that the main purpose 
of self regulation to encourage marketers to improve and internalize higher advertising 
standards (Boddewyn 1989) may direct both the initiatives and the collaboration in this 
currently unregulated online environment. 
 
Presentation 2: The role of Self Regulatory Organizations: EU Leadership 
At the forefront of self regulation in the online environment is the European Union, which 
positions itself as “unity in diversity”. Amongst its 27 members, there is a diverse range of 
self-regulatory systems, a result of history, business environment and culture. There are more 
established and sophisticated advertising nations such as the UK, Nordic countries, Austria 
and Germany and Mediterranean countries (Italy, France, Spain, Portugal, and Greece). Yet 
even these differ according to the media regulated by SROs (including internet and new and 
evolving media), product and sector-specific rules and also in advertising monitoring, code-
drafting and independent element in jury.  
Many of the "new" EU members, e.g. countries of Central and Eastern Europe and Baltic  
countries that joined EU in 2004 or 2007, are also newcomers to the advertising business. 
Guided by the EU, they seek to support self regulation financially, morally and practically 
through a code of ethics and the operation of a SRO. 
This ability to effectively unite diverse advertising self regulatory environments makes the 
EU a good role model for a global self regulatory framework. In fact the EU has made 
significant progress with the EU’s releasing new advertising standards for online behavioural 
advertising, in April 2011. The Framework for Online Behavioural Advertising (OBA) is 
based on the seven key principles of notice (transparency about data collection), user choice 
and control over behavioural advertising, data security, sensitive segmentation, education, 
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compliance and enforcement and review. This framework is implemented when marketers 
adhere to the Best Practice Recommendations for online behavioural advertising. By adopting 
these EU initiatives, national SROs commit to a European standard. In addition, many 
individual marketing, advertising and media companies are signatories to the framework. 
This EU initiative exemplifies the content and the process that could possibly be used in 
developing a global equivalent. 
Presentation 3: Consumer empowerment and privacy risk in the online environment 
The advertising industry regulates the communication and conduct of its members by 
imposing a code of ethics, sanctions for violation of this code, and enforcement procedures to 
ensure compliance. Universally, a member of the general public can lodge a comment or 
complaint, an advertiser responds or complies, and the regulator liaises, formulates and, in 
most cases, enforces determinations. However, the most common action of consumers when 
confronted by offensive advertising is to do nothing. Complaints lodged through formal 
regulatory processes represent a tiny percentage of consumers (Volker et al. 2002). Most 
complainants are older consumers, with a better education and a more comfortable financial 
situation (Volker et al. 2002).Therefore, it is contentious whether those who complain, truly 
represent the viewpoint of the general public. 
The online environment has given consumers a new avenue of complaint. Social 
communication media enables the public to be a critical player in the regulation process with 
the opportunity to impact on brand image and reputation (Kucuk 2008). User generated 
content shared through platforms such as web communities, viral email, instagram, flickr, 
Youtube, Facebook, twitter and weblogs enables the public to both circumvent and encourage 
the self regulatory process by distributing banned advertising or posting reviews in support of 
SRO decisions (Waller, Dickinson, Mortimer and Kerr 2009). The publics’ voice is powerful, 
5 
 
cannot be controlled and has the ability to change something by speaking out about it (Siano, 
Vollero and Palazzo 2011).  
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Presentation 4: Marketer issues in self regulation  
While the online environment has empowered consumers, it has often confused marketers. 
For example, despite advertising being one of the most heavily regulated industries in the 
United States, there are few clear guidelines for marketing best practice online. Three key 
issues are identified and the Australian Marketing Institute will contribute to their discussion.  
1. Personalization versus privacy  Internet users’ information privacy concerns is a 
well-researched area, with Malhotra, Kim and Agarwal (2004) identifying the 
collection of personal information, control over information disclosed and how 
information is used as key areas. Yet if these concerns can be addressed, the 
personalization of the message may encourage consumers to attend to the advertising 
more closely (Baek and Morimoto 2012). Despite mutual benefit for consumer and 
marketer, there are few clear guidelines for behavioural targeting and personalization.    
2. The global nature of local advertising The system of self regulation, and even 
advertisement creation and distribution, is no longer local, but global. All internet 
users have access to the same advertisements, regardless of cultural considerations or 
local measures of self regulation, unless they are blocked by government censorship 
of content offensive to culture or religion, as in the UAE. Advertising that has been 
created for a local market in Australia may have new meaning in markets in which it 
was never intended to be viewed, such as Dubai, because someone posted it on 
YouTube. And from a marketers’ perspective does this trying to please all audiences 
result in advertising that effectively targets no one? How do we manage this risk when 
advertising is delivered to audiences for which it was never intended?  
3. Insufficient guidance from industry bodies The online environment is so 
controversial that any guidelines from industry bodies seem reactive, rather than 
proactive solutions for confused marketers. 
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Presentation 5:  Online environment and media stakeholders  
The online environment augments the traditional powers of consumers to ignore, resist, adapt 
or control their choices and exercise power over manufacturers (Kotler et al. 2006), by 
controlling the relationship; using information as power; participating in an online 
community or aggregating together as a powerful force online (Denegri-Knott 2006). 
Kerr, Mortimer, Dickinson and Waller (2012) in their study of bloggers and controversial 
advertising reported that bloggers distribute information, opinion and even banned 
advertising material, thereby forming power hubs of like-minded people, with the potential to 
become online pressure groups.  
Often this information sharing is facilitated by marketers, providing viral advertising material 
or links to controversial advertising. In the case of Tourism Australia, the advertising ban in 
traditional media drove people to a website, purpose-built by the tourist organization, 
containing links to the offending advertising (Kerr et al. 2012).  
Regulators could equally use the online environment to track public opinion on controversial 
advertising decisions, providing a more diverse and perhaps representative view to the 
traditional class on complainants in the self regulation process. This could lead to greater 
understanding of the complaining public and perhaps better deliberations in the future.  
In addition, the government also has a voice online with censorship practices in some 
countries. In the United Arab Emirates, for example, The Telecom Regulatory Authority 
determines internet censorship policy, increasingly blocking Wikipedia pages, Skype and 
other VOIP websites and some search terms. The filtering policy concentrates on 
pornography, dating, gambling, and other culturally or religiously offensive internet content. 
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Presentation 6: Putting the framework together  
The special session will identify a range of stakeholder issues and initiatives. These are the 
building blocks of any new model of advertising self-regulation in the online environment, as 
well as informing the content of future guidelines or best practice in this area. 
This presentation will draw from the literature of advertising self regulation and consider 
marketing practice in the online environment. It will summarise and synthesize our findings. 
From there, it will build a possible model of advertising self regulation, presented in Figure 1 
(see Appendix). 
This model will describe a potential process of how advertising self regulation occurs in the 
online space, as well as traditional media environments. However, perhaps its greater 
usefulness will be in driving an agenda for collaboration. This agenda is proposed and opened 
for discussion within the special session. Questions will be fielded by the panel and by 
session participants.  
It is hoped that champions will emerge from within the special session, so that by the next 
World Marketing Congress progress on the global framework for advertising self regulation 
can be reported. 
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Participants in the Proposed Panel  
Six academics, all well-published in the area of advertising self regulation, form the  
proposed panel for the special session. Coming from the US, Europe, Australia and the 
Middle East, they bring different world views and experiences of self regulation to provide 
a global understanding of the issue. The panel (in alphabetical order) includes:  
Park Beede, PhD is currently Chair, Graduate Business Programs at the Higher Colleges of 
Technology in UAE. An experienced educator in advertising, marketing and brand strategy, 
Dr. Beede had previously lectured at Queensland University of Technology in Australia, the 
University of Otago in New Zealand and his native United States. In addition to academic 
roles, Dr. Beede held senior professional positions in leading advertising agency and 
corporate client organizations.  Dr. Beede holds a B.A. Business from Saint Xavier 
University, M.B.A. from DePaul University and a Ph.D. from University of Otago. 
 
Jean Boddewyn is Emeritus Professor of International Business at the Baruch College of the 
City University of New York. His current research interests include the regulation and self-
regulation of advertising around the world; the internalization of societal failures and 
collective goods; using organization structure to reduce resource dependence on government; 
international public affairs and nonmarket strategies. Jean received the 2002 Academy of 
Management’s Distinguished Service Award in recognition of his editorial services since 
1971, his pioneering research and his leadership roles in the Academy. He is a Fellow of the 
Academy of International Business (1980), the Academy of Management (1974) and the 
International Academy of Management (1984).  
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Sonia Dickinson is an Associate Professor in the School of Marketing, Curtin University, 
Perth. Sonia teaches postgraduate Global Marketing Communications as well as supervising 
Higher Degree Research students. Her areas of research interest include social 
communication media issues, advertising regulation and communication effectiveness. She is 
the Deputy President of ANZAA and Research Group Leader for Communication and Media 
Effectiveness at Curtin University.  
 
Gayle Kerr is an Associate Professor in advertising and IMC in the School of Advertising, 
Marketing and Public Relations, Queensland University of Technology. Her areas of research 
include advertising ethics and self-regulation, advertising management, social and digital 
media, integrated marketing communication and educational issues in both advertising and 
IMC. Gayle has just completed a chapter on advertising self regulation in Australia for a 
forthcoming global book. She is the Deputy Editor, Journal of Marketing Communications, 
President of ANZAA and on the Executive Committee of the American Academy of 
Advertising.  
 
Kathleen Mortimer is an Associate Professor in Marketing Communications at 
Northampton Business School, University of Northampton, UK. Her areas of research 
include advertising self-regulation, controversial advertising, metaphors, services advertising 
and integrated marketing communications. Kathy has over 20 years experience of teaching 
Marketing Communications in the UK and New Zealand. She has published in numerous 
refereed journals including European Journal of Marketing, Journal of Marketing 
Management, Journal of Marketing Communications and Journal of Services Marketing.  
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David Waller is a Senior Lecturer in the School of Marketing, University of Technology, 
Sydney. David has over 20 years experience teaching marketing subjects at several 
universities. His research has included projects on marketing communications, advertising 
agency-client relationships; controversial advertising; marketing ethics; and marketing 
education. He has published over 50 refereed journal articles, including Journal of 
Advertising; Journal of Advertising Research; European Journal of Marketing, Journal of 
Business Ethics, Journal of Consumer Marketing; International Journal of Advertising; and 
Journal of Marketing Communications.  
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